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A “Marked Down”

Mania Restricts
Progress in Seattle

Schlock Shops and Reputable Stores
Advertise on Same Basis

One Specialist in Fake Sales Fined and Run Out of
Town—**Hoax Houses” Plentiful—Vigilance Com-
mittee Needs Local Advertising Club—News-
papers Make Fair Showing, with
The Star Trailing

By SAMUEL HOPKINS ADAMS

Seattle, Wash., June 3.—Seattle is a city with a kink in its|

brain. It is bargain-struck. It chases a commercial will-o'-the-|
wisp. In the face of repeated disillusions, it still believes with a
patsetic and childlike trustfulness that “‘something for nothing™ i

is
a sound business principle.

]

“Below Cost,”” ‘Marked Down,” |
“Sold at a Loss,” “Special Bargain,” "Fifty Per Cent Off Actual
Values''—these are the articles of its simple faith. These are the
eatchwords of its typical advertising. The merchants of Seattle
(with a few notable exceptions) are still telling fairy tales in print
to the women of Seattle, and the women of Seattle are still running
madly about from store to store, like so many innocent little rab- |
bits with bunches of carrots brandished under their innocent little |
noses on all sides, almost frantic with indecision as to where thay |
can most profitably nibble. To be sure, the carrots are mostly |
“bargain’’ carrots, and therefore unsatisfying to the palate. But!
when once the purchasing public has become fixed in the rabbit-
minded practice of nibbling at bargains nothing else has a strong
enough appeal.

Hence Seattle has become firmly addicted to the “dope™ of
values, marked down prices and special or bargain sales. They tell
a story here of a city “boosting” committee which, being desirous
of getting out some advertisements to exploit Seattle’s advantages,
sent for the advertising manager of a local department store and
gsked him to sketch out a page ad for newspaper use. He began
readily enough with the catch line:

“Seattle’s Population Has Reached the 350,000 Point™ '
and fell into a brown study. When the committee looked over |
his shoulder to observe his further progress they found that force |
of habit had inspired the further line: |

“Marked Down from 400,000."

On the streets and in the newspapers alike the fairy-tale type
of merchandising is preéminent. One store will start the week with
a “Great May Sale” of hats and sufts. Another will jump into
the lists with 2n “Anniversary Sale” of cloaks and underwear.
Seeking for a new term of appeal, a third will exploit a “Movey
DaySale” of incredible values, while a fourth perpetrates a ‘‘Special
Value" sale. and others come in with “Everything Special,” “"Sam-
ple Sacrifice,” "$120,000 Fire Sale,” *'Unparalleled Bargain
Offers.”” and =0 on. Nor are these the fly-by-night type of store
which flares into print for a week, only to disappear, taking its
plunder with it. For the most part they represent permanent mer- |
chandising. The result is that the shopping element of the city
vacillates from one store to another, in search of the vaunted
specialties, and none of the merchants practising this sort of ap-
peal is able to build up a trade which his rival in the next block
cannot pull away from him, temporarily at least, by a louder blare
on a bigger bazoo. Inevitably the first merchant is thereupon
forced to "'speed up’’ his advertising and distend his claims in the
effort to get the rabbits of trade away from the other fellow's car-
rots back to his own. And so the rivalry of lies continues and
increases. Nowhere else in my investigations have I found mer-
cantile advertising in a condition where it is so difficult to distin-
guish between the lowest grade schlock shops and the standard
department stores, from the nature of their “copy.”

As noted above, there are exceptions, the two distinctive ones
being Frederick & Nelson's and the Bon Marché. The former
maintains the most carefully codified guardianship against misrep-
resentation in advertising that | have yet encountered. It abso-
lutely bars claims of value and comparative prices, and has done
¢o for many years. Nor does this apply to its advertisements alone,
No marked down tickets are to be found on its goods. Nor ars
its sales force allowed to quote former prices. Further, the word
“Bargain” and the claim of special sales are rigidly tabooed from
the store's advertising, with one exception in favor of its furniture
department, the twice-a-year sales of which are an almost historic
event in Seattle, since the concern started as a furniture store. In
the midst of the Calithumpian brass band value chorus of the other
establishments it might be supposed that Frederick & Nelson's
quieter voice would be lost. Quite the reverse is true. Though
the firm has not, probably, the largest trade in the city, it has the
most stable. One of the newspaper advertising experts gave me a
clear view of the effects of absolutely straight advertising in an
environment of the other kind.

“You won't find Frederick & Nelson's ads creating such a/
rush as some of the others. But the others will get a one-day |
erowd and the rest of the week the salespeople in the special lines
can play checkers, if the floorwalker isn't looking, while a Sunday
ad of Frederick & Nelson will be pulling just about as strong on |
Thursday as it did on Monday.” !

Another store which is fast turning from the error of trick
advertising is the Bon Marché. A short time ago it was firmly
committed to the “value” theory of salesmanship. In its recent
advertising | fail to find any direct value claims, though there is an
occasional comparative price quoted. This practice, however, is
being reduced to a minimum, as is also the “sales”” and “bargain”
type of exploitation. It is interesting to note, as part of the ad-|
vanced standards of the store, this sign conspicuously displayed in

the drug department:
“We do not recommend patent medicines unless prescribed

by a physician.” ! |

Nowhere have | heard a more candid opinion of the evils of |
sale” and “bargain’ emphasis in advertising than from Mr. Frank |
NeDermott, president of the Bon Marché Company.

““This business of ours,” said he, “was built up on the special
sale principle. Now we're rebuilding it on a sounder principle.
The bargain stimulus has been overdone in this city, and we've
been among the offenders. We're through. It's a bad practice; |
it defeats its own end, and we're sic k of it. The stores have been

piseducating the public into demanding something for nothing;

| £4.08 Skirts for §2.98, 26 Cent Hoslery

| suits
| cloth suits

| (Tribune

| aff on & gullible publie.
Advertising Club from | S

and each store has been grabbing at something new to get the
public with. We intend to get up abreast of the times.”

As between Fraderick & Nelson and*®
the Bon Marché, representing the newer
prineiples of retail business, and the
practitioners of the old style, the fight
for the town's trade promises to be in-
teresting. While 1 was in Seattle Me-
Cormack Bros, were splurging on &
“$120,000 Fire Sale” in which appeared
such items as $24.60 Coats for $14.08,

for 19 Cents, and so on, MacDougall-
Southwick's “May” sale offered sport
of the value of $385.70 for $25;
valued at $356 for $19.75,
and $5 blouses at §1. From the Rhodes
Company advertising before me one
might infer that this concern has no reg-
ular trade worth considering, since
pructically all its offerings are “spe-

cinl”: $2.50 corsets for $1.39; “reg-
ular" $7.50 hats at $1.95, and dresses
“marked to sell” at $19.50, here

specialized at £10, “Formerly” is the
catehword of the Fraser-Faterson Co.'s
“Moving Day Sale” at which skirts,
“formerly” $7.50, could be had for
£3.85: hats, “formerly” 810, for $3;
middy blouses, “formerly” $1.75, for 08
cents; and $4 waists for §1.38.

In the specinlty shops the same meth-
ods prevail, “The Pulling Power Is
Value,” shouts the Lundgquist-Lilly es-
tablishment in loud type, and expects
its readers to believe that they ecan
get 840 suits of clothes for $25 by
simply going “upstairs.”” The Florence,
another upstairs shop, offera £30 znr-l
ments marked down to $12.75 at its|
firet anniversary sale. This shop, by
the way, exhibits a remarkable fore-
kandedness in ite *anniversary,” since |
it hns been in business about three
monihs only! Hays, the Sale Wizard,
ia another fancy advertiser. He offers
an  “Eastern Manufacturer's Entire
Surplus Stock of 2,000 Pairs of High
grade Sample Shoes” Two thousant
pairs of sample shoes would, indeed, he
a surplus for any manufacturer, But
emall econsiderntions such as facts
do not influence the wizardry of Mr.

| Hays, H.M. Rogeraiaalson sale wizard

of shoee and clothing, In his headline
he offers Walkover Shoes for $1.08
And he has them in stock: a few de-
crepit pairs of vague age. However, I
hnve vet to learn of any one who has
been able to get fitted with & Walkover |
Shoe at Mr, Rogerz's Red Front Stere; |
and most of his stock is a truly lam-

| entable eollection of odds and ends.

For a time Seattle supported an ad- |
vertising genius specialized on|
fuke sales of merchandise. His name |
is George Francis Rowe, and 1 am in-

who

| formed that he iz now operating or

preparing to operate in New York City,
Bureau of Investigations,
kindly note.) When a schlock opera-
tor had collested a particularly unsal-
able lot of trash, Mr. Rowe would be
ealled in to write the advertising and
sell it off, it is sald, on m ‘dercentage
basis, After seversl suceessful ad-
ventures in this field, he exploited one
sule that the Post-Intelli-|
gencer turned down the advertising,
nnd took Mr. Rowe's comments upon
it aetion in decidedly ill part. In faet,
the newspaper sent A reporter down to

so0 “raw’

investignte the sale,
“We will sell everything in stock at
coxt or less,” Mr. Rowe was sdvertis-
ing.
The prices
Post-Intelligencor

asked didn't appear to
reporter  to|
bear out the He made tore
including a shirt “Value
The same shirt was

the
cluim.
purchases,
£1.60," for £1.10.
purchased at a neighboring store fir
€1, It was a £0 a dozen article of va'y
Mr. Rowe
e

"WASs Ar
departed

poor workmanship.
rested eand fined $25.

from Sonttle, but his footprinte are
still plainly marked upon the loeal
eands of time. You may ses them,

conspicuous on all the principal shop
ping streeta. In my casual wanderings
1 met with the following instances of
fokery:

A Closing Out Sale, which had heen
closing out for six months, A Creli-
tors' Sale, which was alleged to bhe the
“Riggest in Town." It was old enough
to having been in progress for
nenrly & year. A “Colossal Mercantile
Eruption,” which Twn
“Bankrupt Salvage
seven months and a year old.
of fake United States army and navy
goods. One “Trustees’ Sale” exhibit- |
ing eounterfeit Porosknit underwear
in the window. A clothing auction of
pure junk. A jewelry uuction, dit'o
A “Monster Sacrifice Sale” of men's
shoddy elothing. Half & dozen gample
shops in shoes, hats snd women r wear.
And & 210000 Free Museum of Anrt-|
omy, “Men Only. Al thess, |
hlotehing up Seattle's respectahle husi- I
noss stroets with their disraputabls
And, up[::-.n-n'i}'.l
luek either |

be,

looked it.

snles, fr'_-fn'r'.'i\'r'1}‘
(ne sele

for

signs and placards,
the peputuble merchants
the energy or courage or foresight to
muke any effective protest,

What, then, nbout the loeal adver-|
tising eluh? Has it ne wvoice [
matter? It has a voice—and thet’s the
extent of its powers, There's nothing
The Sentile
vigilance !

in the

to back up its protests,
Advertising Club is without a
committee; and an advertising club
which attempts to protest agaiist bad
conditions without a vigilance commit
tes to back its protests is like a bee
with a buzzer but no stinger. The hee
enn bluff; so can the club; but that's
shout all. The secretary of the elub
ia supposed to look after vigilance and
corrective work, but he has no funds
to back him, nor is his a paid office.
Further, no help is to he r!]u‘r‘l--'] from
the leading of the plnce.
They ure eynically and, as it zeems to

merchants

| me, stupidly indifferent to trade corn
| ditions which must in the long run uf-

T L L L L L L L LT

foet them unfavorubly.

For example, wome months ago
men's furnishing store ndvertized a
“fuilure” sale. When most of the |
stock had been disposed of, wffil busi- |
ness was still brisk, the proprietor
brought in an assortment of trash,
seeonds, damaged goods and odds and
onds, part of whicli hnd been Enocking
nbout Scattle and neighboring towns
for months, snd proceeded to work it
Complaints

nme

[}
th

in to the

| furniture,” and so on,

| really pay is & question,

to having his premises used for such
purposes; also from neighboring stores.
The Advertising Club secretary, an
energetie und interested worker, visited
the place, found eonditions even worsa
than represented, and set sbout getting
setion, He went to half a dozen of the
prineipal clothing eoncerns in town to
get their help. Would they send ex-
pert buyers with him to point out the
best evidence to buy? No; they
couldn't spare their men, Would they
furnish expert testimony in court, if he
got the evidence? No; they didn't
cures to appear in court proczedings.
Well, would they make up & fund to
cover the expense of getting the evi-
dence, and let him do the rest? Sorry;
but they couldn't see their way to con-
tribute money for such a purpose,

Discouraged, but not defeated, the
secretary went ahead by himself. He
investigated the stock, traced up part
of it to its sources and wrote a letter
to the manager of the sale quoting the
luw—Washington has a modified ferm
of the Printer's Ink statute—and
threatening action, It was pure bluff.
The bee had no stinger. But the fake
«ale manager didn't know that, The
thing buzzed like & bee at one end; he
inferred that the ather end was equally
bee-like. So he quit. Vigilance work,
thanks to one lone, unsupported indi-
vidual’s persistence, seored.

Cheered up by this, the official then
went after one of the biggest depart-
ment stores in town, which had been
advertising “White Fox™ furs at an ab-
eurd price. This time he sueceeded in
enlisting the services of an expert from
another store, who examined the fur
and uttered n code word which was to
be the signal for purchasing. The code
word was “Misow"”! On the sales slip
which the vigilanes worker received
was written “White Fox,” but the tick-
et on the fur read “White Fur.” The
ticket was correct. It was “white fur"”
~—of the “misow"” species. A letter was
written to the store. It was ignored.
A second letter followed, quoting the
law. The advertising of "White Fox"
abruptly ceased. Later an attempt was
made to check the prevalent practice of
filling in department store wsilk sales
with obsolete “sticker™ designs and
short lengths, but this met with poor

uccess, So far ps 1 ean discover, this
represents about the total of Seattle's
vigilance work in recent times,

Outside of the store world there is
a good deal of dishonesty in loeal trade,
Sinen leaving New York and the area
infested by Mr. Bennett's pink Tele-
grem | have seen no such amount of
“hoax-house” advertising as in Seattle,
The method is precisely the same as
that to which the Bennett papers have
hubituated New Yorkers. In fuact, the
uds might have been copied from The

Telegram, with only the addresses
changed, “Going East: Must sell st
onee my high-grade seven-passenger

car; n= good gs new."” “Widow, lately
bhereaved, must dizspose of household
Of course, the
grticles for sele are “planted” by regu-
lar dealars. In the automobile trade
practically all of the second-hand busi-
ness has been done on this fuke basis,
with the result that the public has be-
come xuspicious and the trade has
fallen off badly. Whether it ever did
One of the
largest dealers in town who had used
method for years, in the preva-
lent belief that it was the anly feasible
way to gel rid of second-hand cars,
abandoned it in favor of straight ad-
vertising & few monihs apo. He tells
me that his sales in this department
hnve more than deublad. Taken in con-
Junction with the suceess of the mad-
ernized advertising of Frederick & Nel-
son snd the Bon Marché, this would
vem to indicate that Seattle is getting
tired of being fooled.

In a city whose stare advertining

o
lagz behind the times it might be in-
ferred that newspaper standards wonld

e low. This is not the faect. The

nverage would compare favorably with |

Portland, and i= far above San Fran-
cisco or Loa Angeles, though one loeal
paper, The Star, of the Seripps North-
west Lengue, is one of the most vicioys
examples of daily journalism
country. All of the Seattle papers
present an unsightly appearance he-
cause of Lthe glaring type and elaims
of the bargain fiends in print. Even
The I'n.ﬁt-lntrlhg?-ncat, which attempts
to maintain a certain stundard of an-
pearance, suffers from these eruptions
In other respects, however, the “P.-1."
us it is locally ealled, kas been a real
luence for improvement. In finun-
cial advertising it is scrupulous. Up
to four wvears ago it aceepled stock
promotions with closed eves and open
hunds. Then came the big leeal oil
“hoom," mostly fake. For a time the
"I'.-1." took the ads, then woke up to

in the

| the dizastrous effects of them, particu-

larly upon the poor, threw them all

out and opened up a campaign which

practieally drove the “blue sky™ pro
moters out of the field. In the cour

of the proceedings it adduced the in
teresting fact that the editor and the

advertizing manager of The Seattle
Sun (since defunct) were taking pay
in the stock of one company and were
running a little investment concern of
their own to get rid of it. Havingsetfoot
on the right financial path, The Post-
Intelligencer went on cleaning up. It
dropped dubious mining and land vent-
ures. 1t did accept Ford Tractor at
first, but the financial cditor protested
so vigorously that the advertising was
thrown out even before the A. A. C. w.|
report appeared. Any kind of stock’
promotion desiring space in The Post-
Intelligencer nowadays encounters #
distinetly Missouri-ish attitude on the |
part of the advertising management:
it must be prepared to “show’ them.

Medically it is not so free from r:--:
proach. But even here it is cleaner
than the average big newspaper, and is |
improving year by year. Four yesrs |
ago it dropped out all mbortion, vene-
real, cancer and consumption cures and |
“free advice” matter. Since then it has |
eliminated matrimonial ads, and such
disgusting and shocking exploitations |
45 the eatarrh and asthma cures, It re-
fused admittance to the “beauty pre-
seriptions” of the notorious quackeress |
Valeska Surratt because the agent d-:-l
manded that it be published without|
the “adv.” mark; and though it ar_-|
cepts S. S. S, Bon Opto and Hostet-
ter's Bitters, it discriminates against
claims of cure by these or other medi-
eal advertisers,

The Times is reasonably
about financial advertising, but eare-|
less on the medical side, admitting |
Kline's Epilepsy Cure, Pink Pills for |
Pale People, Nuxated Iron, and even
the “Chinese doctors,” though it uen-l
sors the latter eopy to the extent of
¢liminating the venereal claims, No
venereal or lost manhood “dopes” are
permitted in its columns. |

The Star is the bad actor in the local
fisld. Lost vitality, sexual stimulants, |
abortion pills (guaranteed), Chinene'i
quacks, the “matrimonial” traps which |
panderers set in print for heedless
girls—all this kind of filth, besides §|
horde of standurd fakes, is welcome, |
at a stated price, to The Star. How |
low this particular Seripps publication
is ready to dredge in the gutters of ad-
vertising may be judged by the fo]lnw-l

eareful

ing “personal™:

#Ludies in Trouble, save time and
money by calling at —— Broundway."

Should & live vigilance committeo+
ever be established, there is missionary
work waiting for it in the columns of
The Star.

What is going to happen in Seattle?|
At a guess I should say that the era
of fake is coming to a close. The eor-|
rupt advertising which has preyed |
upon the public for so long shows |

¥ & 2 H
signs of dying of the poison which it |
3 |
hae itself engendered. This would be |
a satisfactory outcome if the poison
did not infect, as it does, honest ud-
vertising and merchundising as well,
The Seattle public has become wary of
what it sees in print, The bargain
rabbits are losing their faith in the
{
fiavor of those much vaunted curr?'...«.
In consequence the stores, with nl:ilin-
creasing gross profit each year, slow
a decreasing net profit, Even the most
stentorian claims now fail pull.
Said one notorious “kike"” merchant,
who assumed (on what basis 1 don™t
know, as | certainly didn't tell him so)
that 1 was an advertising expert of the
Rowe type:

“in the old days I could run a page
and sell from $500 to $2,000 gross per:
day on it. Now the papers are raising
rutes on our kind of copy. An
public won't respond any more.
town i% on the blink.” W
If the town is, indeed, “on the blink
for the schlock merchunt, then this ia
the time for Seattle's sound merchants
to get behind the Advertising | Tub and
Concentrated, determined vigi
lanee werk could clean up the pisce.
{ine newspaper has already done a
tittle of it, and would probably back
the movement., Further, Seattle is in
for & renl boom, m war boom. Iis
vast shipbuilding yards are working
overtime. 1t has great lumber and
fishing interests, Wuges are high, nnd
husiness swelling. At such & time
there i8¢ y reason for putting local
trado on n solid foundation of truth

and relinbility _

Seattle has long been chasing rain-
bows, It kas been n marked-down eity.
It will never attain its full mereantile
development until it works itself up to
the tmarks, ns they are. |
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/HIXIHIIH SERVICE
AT MINIMUM COST

HOTEL
VAN RENSSELAER

13-19 East Eleventh St. 7" 57

Whoarv
Retined and qulet with a domea-

atmosphsre, catering to o dis-

lentele only

tle
criminating «l

Lenses now heing made for suites
of one room, with bath, to six rooms
and thres binths, for perbds covering
& (o 12 monihs from October 1.

SI0 MONTH AND LPWARD,

on yearly rantain
DINING ROOM CONDUCTED ON
THE AMERICAN FPLAN.

Home Cooking Our Specialty.

Menls nt 1050 weekly per person. |
C.F. MeGINS, Manager, / |

you spent

S
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Summer Nights at Shanley’s

are as cool and comfortable as those
in mid-winter,
due to the arrangement of the place
—its size and system of ventilation.

Keep cool and watch the twenty act
cabaret—evenings seven to one.

Unequalled—the seven course luncheon
—85¢ (Music) From 12 to 2:30 P. M.

HANLEY'S

Broadwgy 43" 1o 44™5t,

|
| — !
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Fourtecnth Street

ARN

West of Fifth Avenus

BUSINESS HOURS 9 TO 6.

Closed Saturdays During July and August, as
Originated by Us 17 Years Ago.

Summer Satisfaction Is Our

We Differ from Other Stores, Because
Stock-Taking Occurs at End of Summg

Unequalled Varieties NOW

THE FOLLOWING FOR BOTH MONDAY

AND TUESDAY:

Tub Frocks for 3.75

Simple one-piece gingham
dresses—hbox pleated poplin
frocks, dainty voiles—most
cool feeling frocks every-
one agrees—in floral pat-
terns and stripes, in light
blue, rose, tan and brown.
Embroidered collars and
cuffs of batiste, Serviceable
out of door dresses; com-
binations of gingham and
chambray. Sizes for women
and misses,

Cool Frocks at 7.75

Sheer voiles 1 light blue,
pink and green, and polka
dots and stripes; as well as
striped voile, with dainty
net collars and vestees,
and ribbon belts, Shirt-
waist dresses in corded
voiles—sport  frocks in
plain colors, braid embroid-
ered. All sizes for women
and misses,

Fine Frocks at 21.50

Simple models of white
Georgette  crepe — other
frocks of crepe de chine—
and effective styles in char-
meuse. Simply made; some
lace trimmed, or with folds.

New Navy Taffeta
Frocks

White satin collars and cuffs—
great pearl bhuttons—all sizes
for women anc misses,

Special

14.75

Pretty Frocks at Special Prices

—

A combination of voile &
novelty fabrics—all st f2f
women and misses. ‘

Special

9.75

L.
Blouses For Every
: Sweater Occasio
Dainty and Sheer and So Surprisingly Pri
r
y P gty lced Mercerized Silk Sweaten
Voile Blouses Voile and Organdy Blouses = /). oo
All white or in plain and effactive | Tucks, embroidered and hemstitehed and Copen
combination strines large collars and | scilor collar and cuffs—or Venise and 4.50
(d!?';} of \l\‘h]ta‘ organdy - simple but be- | Val. lace trimmed collar, cuffe and | ;
coming style. Our reg, 50 cis, sounre-neck vestee, Our reg. $2.85, | Fibre Silk Sweaten
Special .68 | Special 2.24 gl Al g e
R SN == = sash., Our reg 3765~
. 6.94
There Are So Many Patterns | Shetland Swestos
. - . | Close e in coat el -
aek, sailor ar -with
in These Various Ginghams B
3 ’ ! : 2 3
38 At this price you find the finest of imported ginghams o
. —colorings really lovely—great plaids—blocks and ~ Shetland Knit s"'"""_ﬂ
stripes.  The blues are especially striking, L e .f.";:d".-
There are so many patterns of pinks, blues, rose, tan and collars, cuffs and belt
almost every possible combination of colors—other ginghams— | 6.50
from the primest stripe design to the most dashing plaid. ‘ Striped Shetland Sweshin
| S L o .
15....... A8 .22and .25 B
| and wh wit
pink stripe

VOILES, 20,000 Yards at .17

Of really fine texture, too—but what interests you is the
“delightful differentness” of the patterns—simple allover floral
designs, but so new—effective patterns in black and colors—
other dainty light ones in blue, pink and green. Stripes and
fizures—Oh, dozens of designs.

A Material for Sturdy Clothes—Percales

Stripes and figures—ever so many styles.
-
WASH GOODS DEPT. BASEMENT.

For Soldier, Sailor and Vacationist
FROM OUR STATIONERY DEPARTMENT
Combination Pen and Pencil. ..., 5 Paper Baggage Tags....... ...... 1
Pocket Pencil Sharpener......... . Leather Baggage Tags each...... 9

- lLeather or Web Straps. . .10 to ,1.290
'\ . N ‘ » L .
Army ARd, ATy SRere 1'””“ and .2 Smapshot Album ., ..., a0
Small Site Play Cards.. ... ices s .Huc.iluf. Paste or Glue (tubes).. N
Initial Cards and Fnvelopes
Card Form Dominos......oecvues = g e HL
“PU” or “Flnch™....oovirnonnenn .39 60 Flag Seals ...oiiiveviivviviane i
Pocket Prayer Books. 5 .15 and .25 Fountain Pens. safoty -
BOONEAE: - s viisisasirngrikyss lwt'if--;ﬂ--r including F!:p ........ JI0
.\'.atred Heart Badges.......... 2 for :_'; ‘l':i"“d'_l fﬂ,‘::: _RT?' _“:"I‘T‘I" f‘“d._ . .a@
Losary Beads .......coconvnnnnes "“. Combination Sets pencils.
Seapular Medals . ... oo S| eraser, penholder, ruler and
Combination Case Cruelfix, scapulur Arinking eBp . covvvernrnsininnae 07
medal, prayer and address eard.. 44 Smaller sets without eup......... .21
ook of Common Prayer......... <=3 | Assorted Rubber Bands. ... .:... .. A0
.\ilrw Testament .....ocovsnvrenns 27115 Sheets of Writing Paper..... .17
Writing Pads ......cvcoveuvssnnrse « 1| Envelopes td Match....... Package 7
Envelopes for above.......... ... 9 | Drinking Cups pkg. of 26........

All Sorts of Swimming Togs Here
for Every Member of the Family

4 -

| 7.46

| Everything
White Goods

“cr:mrfts'f
and

for smart skirts
uniforms  mude
dren's wear

26-Inch Skirtings—48
Gabardine and Cordum}:

e

36-Inch shirtings—38

Piquen and Gabardines

36-Inch Poplins—28

$4-Tnch Chiffon Veile=d
4-Inch Chiffan Vole=§
41-Inch Lingerie Blﬁﬁ"'-’
37-Inch Embd Voiles=$)

{
| =

Our reg. .48 and 64
‘ All Open Ends

| Stripes and figures—in
| efects—large ends—long

g

Semi-made
2.95t0 8.92

All-Wool French Serges
Silverblooms Plain nrl:‘}“"'
in striped, plain a® P

to 38 waist.
In Dress Goods Dert

. I
See Herald, World and American for thirty (30) Morning Specials on sale Monday and Tuesday ‘!¢




